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ABSTRACT

Given the saturation of mobile phone market, fierce competition from peer companies, increasing difficulty in identifying new

customers, mobile phone companies make every effort to provide better service quality, to increase consciousness value and customer

satisfaction through new product design, all with the goal to better enhancing customer loyalty.Aside from product design and

consciousness value, service quality also plays a significant role when customers considering switching to different cellular phone

maker. This research not only covers the impact of product design, service quality on consciousness value; but also the impact of

product design, consciousness value and service quality on customer satisfaction. This research’s major difference from previous

studies is the consideration of product design, along with service quality and consciousness value in overall investigation of customer

satisfaction. This research takes users of Systex brand XG mobile phone as sampling targets. By adopting regression analysis method,

the conclusions are: (1) The key factors that influence consciousness value are in the sequence of service quality and product design.

(2) The key factors that influence customer satisfaction are in the sequence of service quality, consciousness value and product design.

Based on the research results, the suggestions to the mobile phone makers are: (1) Product design, service quality and consciousness

value pose great influence on customer satisfaction. (2) In terms of marketing strategies, advertisement on mass media is a crucial

sales channel for mobile phones. Also, product catalogues and packing are important means to catch consumers’ attention. Both

visible modern cellular phone display center and invisible service quality have impact on customer satisfaction, which will eventually

affect customer’s second purchase decision.
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